
 

100 

DAFTAR PUSTAKA 

Abu-Rumman, A. H., & Alhadid, A. Y. (2014). Then Impact of Social Media 

Marketing on Brand Equity: An Empirical Study on Mobile Service Providers 

in Jordan. Society of Interdisciplinary Business Research, 2304-1013. 

Ayu, I. (2021). Industri Kosmetika Diproyeksi Tumbuh 7 Persen Tahun Ini. Diakses 

pada 8 Agustus 2022 dari  

https://ekonomi.bisnis.com/read/20210412/257/1379994/industri-kosmetika-

diproyeksi-tumbuh-7-persen-tahun-ini  

Barri, H. G., Saerang, D. P., & Tumiwa, J. R. (2017). The Impact of Viral Marketing 

Using Social Media Platforms on Brand Awareness (Case Study: Laneige 

Cosmetic). Jurnal EMBA, 3945-3954. 

Belch, E., G., & Belch, A., M. (2018). Advertising And Promotion: An Integrated 

Marketing Communications Perspective. New York, NY: McGraw-Hill 

Education. 

Blakeman, R. (2018). Integrated Marketing Communication Creative Strategy from 

Idea to Implemantation. London: Rowman & Littlefield. 

Chaffey, D., & Chadwick, F. E. (2016). Digital Marketing Strategy, Implementation 

and Practice. Edinburgh Gate, Harlow: Pearson Education Limited. 

Chaffey, D., & Smith, P. (2017). Digital Marketing Excellence Planning, Optimizing 

and Integrating Online Marketing. Abingdon, Oxon; New York, NY: 

Routledge. 

Charlesworth, A. (2018). Digital Marketing A Practical Approach. Abingdon, Oxon; 

New York, NY: Routledge. 

Chiaravalle, B., & Schenck, B. F. (2015). Branding For Dummies. Hoboken, New 

Jersey: John Wiley & Sons, Inc. 

Cucu, E. (2022). TikTok's Engagement Rate is an Average of 5.96% in 2022. Diakses 

pada 21 Oktober dari https://hackernoon.com/tiktoks-engagement-rate-is-an-

average-of-596percent-in-2022.  

Clow, K. E., & Baack, D. (2016). Integrated Advertising, Promotion, and Marketing 

Communications. Edinburgh Gate: Pearson Education Limited. 

https://ekonomi.bisnis.com/read/20210412/257/1379994/industri-kosmetika-diproyeksi-tumbuh-7-persen-tahun-ini
https://ekonomi.bisnis.com/read/20210412/257/1379994/industri-kosmetika-diproyeksi-tumbuh-7-persen-tahun-ini
https://hackernoon.com/tiktoks-engagement-rate-is-an-average-of-596percent-in-2022
https://hackernoon.com/tiktoks-engagement-rate-is-an-average-of-596percent-in-2022


 

101 

Diamond, S., Deiss, R., Henneberry, R., Haydon, J., Lincoln, C., Padveen, C. et al 

(2019). Digital Marketing All-in-One For Dummies. John Wiley & Sons, Inc.: 

Hoboken, New Jersey. 

Dixon, S. (2022). Average time spent per session on selected short-form video 

platforms worldwide as of March 2021. Diakses pada 6 Oktober 2022 dari 

https://www.statista.com/statistics/1237210/average-time-spent-per-session-

on-short-form-video-platforms-worldwide/  

ElAydi, H. O. (2018). The Effect of Social Media Marketing on Brand Awareness 

through Facebook: An Individual-Based Perspective of Mobile Services Sector 

in Egypt. Open Access Library Journal, 2333-9721. 

Firmansyah, M. A. (2019). Pemasaran Produk dan Merek (Planning & Strategy). 

Surabaya: Qiara Media. 

Hutchinson, A. (2015). Big Brand Theory: L’Oréal Stays Connected to Their Audience 

via Social. Diakses pada 14 Agustus 2022 dari 

https://www.socialmediatoday.com/special-columns/adhutchinson/2015-09-

09/big-brand-theory-loreal-stays-connected-their-audience  

Hafeez, S., Munaf, K., Zahid, K., Tariq, M., Shabbir, S., & Khan, S. (2016). Think 

Outside the Box and Move beyond the Market Share. International Review of 

Management and Marketing, 1048-1054. 

Hoffman, L. D., & Fodor, M. (2010) Can You Measure The ROI of Your Social Media 

Marketing?. MIT Sloan Management Review. 52 (1).  

Iqbal, M. (2022). TikTok Revenue and Usage Statistics (2022). Diakses pada 9 Oktober 

2022 dari https://www.businessofapps.com/data/tik-tok-statistics/  

Jacobson, J., Gruzd, A., & García, Á. H. (2020). Social Media Marketing: Who is 

Watching the Watchers? Journal of Retailing and Consumer Services, 1-12. 

Jeganathan, K., & Szymkowiak, A. (2020). Social Media Content Headlines and Their 

Impact on Attracting Attention. Journal of Marketing and Consumer Behavior 

in Emerging Markets. 1(10), 49-59. DOI:10.7172/2449-

6634.jmcbem.2020.1.3. 

Karnadi, A. (2022). Perempuan Lebih Banyak Belanja Online pada 2021. Diakses pada 

2 November 2022 dari https://dataindonesia.id/digital/detail/perempuan-lebih-

banyak-belanja-online-pada-2021  

https://www.statista.com/statistics/1237210/average-time-spent-per-session-on-short-form-video-platforms-worldwide/
https://www.statista.com/statistics/1237210/average-time-spent-per-session-on-short-form-video-platforms-worldwide/
https://www.socialmediatoday.com/special-columns/adhutchinson/2015-09-09/big-brand-theory-loreal-stays-connected-their-audience
https://www.socialmediatoday.com/special-columns/adhutchinson/2015-09-09/big-brand-theory-loreal-stays-connected-their-audience
https://www.businessofapps.com/data/tik-tok-statistics/
https://dataindonesia.id/digital/detail/perempuan-lebih-banyak-belanja-online-pada-2021
https://dataindonesia.id/digital/detail/perempuan-lebih-banyak-belanja-online-pada-2021


 

102 

Kanuri, K., V., Chen, Y., & Sridhar, S. (2018). Scheduling Content on Social Media: 

Theory, Evidence, and Application. Journal of Marketing. 86(6):89-108. 

DOI:10.1177/0022242918805411 

Kennedy, G. (2015). Social Media: Master Social Media Marketing - Facebook, 

Twitter, Youtube & Instagram. CreateSpace Independent. 

Khoirudin, M. H., & Fahrullah, A. (2020). Implementasi Strategi Pemasaran Berbasis 

Internet Marketing Untuk Meningatkan Pendapatan Pada Lazanas Nurul Hayat 

Surabaya. Jurnal Ekonomika dan Bisnis Islam, 71-78. 

King, M. (2022). Top Instagram Marketing Companies (2022). Diakses pada 8 Agustus 

2022 dari https://www.businessofapps.com/marketplace/instagram-marketing/  

Kotler, P., & Armstrong, G. (2018). Principles of Marketing. New York: Pearson 

Education. 

Kotler, P., Kartajaya, H., & Setiawan, I. (2017). Marketing 4.0 Moving from 

Traditional to Digital. Wiley & Sons, Inc. Hoboken, New Jersey. 

Kotler, P., & Keller, K. L. (2016). Marketing Management. Harlow: Pearson Education 

Limited. 

Kusnandar, V. B. (2021). Pengguna Internet Indonesia Peringkat ke-3 Terbanyak di 

Asia. Diakses pada 5 Oktober 2022 dari 

https://databoks.katadata.co.id/datapublish/2021/10/14/pengguna-internet-

indonesia-peringkat-ke-3-terbanyak-di-asia  

Lawi, G. F. (2020). Instagram jadi Platform Andalan untuk Pemasaran Sepanjang. 

Diakses pada 16 Agustus 2022 dari 

https://entrepreneur.bisnis.com/read/20201231/88/1337426/instagram-jadi-

platform-andalan-untuk-pemasaran-sepanjang-2021  

Lukihardianti, A. (2021). Industri Kosmetik Tumbuh Signifikan Walau Pandemi Covid 

19. Diakses pada 12 Agustus 2022 dari 

https://www.republika.co.id/berita/qp56dc396/industri-kosmetik-tumbuh-

signifikan-walau-pandemi-covid-19  

Perindustrian, K. (2018). Industri Kosmetik Nasional Tumbuh 20%. Diakses pada 8 

Agustus 2022 dari https://kemenperin.go.id/artikel/18957/Industri-Kosmetik-

Nasional-Tumbuh-20 

https://www.businessofapps.com/marketplace/instagram-marketing/
https://databoks.katadata.co.id/datapublish/2021/10/14/pengguna-internet-indonesia-peringkat-ke-3-terbanyak-di-asia
https://databoks.katadata.co.id/datapublish/2021/10/14/pengguna-internet-indonesia-peringkat-ke-3-terbanyak-di-asia
https://entrepreneur.bisnis.com/read/20201231/88/1337426/instagram-jadi-platform-andalan-untuk-pemasaran-sepanjang-2021
https://entrepreneur.bisnis.com/read/20201231/88/1337426/instagram-jadi-platform-andalan-untuk-pemasaran-sepanjang-2021
https://www.republika.co.id/berita/qp56dc396/industri-kosmetik-tumbuh-signifikan-walau-pandemi-covid-19
https://www.republika.co.id/berita/qp56dc396/industri-kosmetik-tumbuh-signifikan-walau-pandemi-covid-19
https://kemenperin.go.id/artikel/18957/Industri-Kosmetik-Nasional-Tumbuh-20
https://kemenperin.go.id/artikel/18957/Industri-Kosmetik-Nasional-Tumbuh-20


 

103 

Riyanto, A. D. (2022). Hootsuite (We are Social): Indonesian Digital Report 2022. 

Diakses pada 2 September 2022 dari https://andi.link/hootsuite-we-are-social-

indonesian-digital-report-2022/  

Rizaty, M. A. (2022). Bertambah Lagi, Ini Jumlah Pengguna Instagram per Kuartal I 

2022. Diakses pada 2 September 2022 dari 

https://databoks.katadata.co.id/datapublish/2022/06/17/bertambah-lagi-ini-

jumlah-pengguna-instagram-per-kuartal-i-2022  

Roberts, M. L., & Zahay, D. (2012). Internet Marketing: Integrating Online and Offline 

Strategies. Mason, USA: South Western. 

Ryan, D. (2014). Understanding Digital Marketing. London; Philadelphia; New Delhi: 

Kogan Page Limited. 

Sha, H., Dolan, R., & Rashidirad, M. (2020). The Role of Social Media Content Format 

and Platform in Users' Engagement Behavior. Journal of Interactive Marketing. 

53(4). DOI:10.1016/j.intmar.2020.05.001  

Slack, P. (2012). Social Rules! For Entrepreneurs and Small Business. Tucson, 

Arizona: Wheatmark. 

Swieczak, W. (2012). Content Marketing as Important Element of Marketing Strategy 

of Scientific Institutions. Transactions of The Institue of Aviation, 226(5):133-

150. 

Taprial, V., & Kanwar, P. (2012). Understanding Social Media. Copenhagen, 

Denmark: Bookboon. 

Yusuf, R., Hendrayati, H., & Wibowo, A., L. (2020). Pengaruh Konten Pemasaran 

Shopee Terhadap Keputusan Pembelian Pelanggan. Jurnal Manajemen 

Pendidikan dan Ilmu Sosial, 1(2), 506-519.

https://andi.link/hootsuite-we-are-social-indonesian-digital-report-2022/
https://andi.link/hootsuite-we-are-social-indonesian-digital-report-2022/
https://databoks.katadata.co.id/datapublish/2022/06/17/bertambah-lagi-ini-jumlah-pengguna-instagram-per-kuartal-i-2022
https://databoks.katadata.co.id/datapublish/2022/06/17/bertambah-lagi-ini-jumlah-pengguna-instagram-per-kuartal-i-2022

